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Student satisfaction is the key to success or spearheads a community college. Quality customer service is a 
cornerstone to the success of the business, therefore is duty bound that institutions of higher learning especially 
in tourism and hospitality to cater for those needs. Without a service department that is satisfying customers, 
loyalty may not form and customers may not return. Satisfaction has gained the attention of the dominant or 
becoming a strategic factor in service (Gilbert, Lumpkin and Dant, 1992). Therefore, the universities have the 
knowledge and understand what a student needs are. University management should know whether the quality 
of services provided meet the demand of college student and in accordance with their wishes or just the 
opposite. Thus the universities in Indonesia and anywhere else should plan a program of improving quality of 
services rendered by considering the gap between the expected services with perceived service. With the change 
of services provided, the educational institutions are expected to progress rapidly through the satisfaction of 
creating a product or service rendered. The impact of service value can either contribute to the addition of more 
students enrolment at the college and are expected to improve student satisfaction, thus whether  the value of 
services in higher institution can  create  positive impact on student satisfaction and such will increased number 
of students intake remain to be seen. For it is necessary to study the relationship between service value and 
satisfaction for college students as well as the impact on Tourism and Hospitality institutions. 
  




Services play an important role in shaping consumer behavior in relation to tourism and hospitality 
industry. The higher the perceived service value of the customer then the customer will be more satisfied with 
the services received, but if the customer feels that service is the low value then the customer feel dissatisfied 
from the services received and the proceedings of this will shape consumer behavior that could harm the 
institutions. Student satisfaction should be the basis of management decisions to improve the Services, to 
universities must increase student satisfaction as a fundamental goal. Various efforts were made by the PTS 
(private higher education) to attract students with a way to provide a high satisfaction level of customization and 
performance expectations of the service, a varied program, tuition is relatively cheap and convenient means of 
payment, a vociferous campaign through various media, campus location within easy reach, faculty and 
employees who are competent, learning and administration tools and facilities and advanced means of tuition 
and modernizations.  
The student as a consumer service college will compare the quality of service received by the sacrifice 
issued for these services (Al-Alak & Alnases, 2012). The services provided by the college will have certain 
values in the eyes of the students and prospective students. The importance of providing value and service 
satisfaction in the education industry is imperative. Some private colleges are neglecting the important things by 
providing value services and making them difficult in securing new students. Thus an attempt to maintain 
existing students and attract prospective students can be done through the provision of customer satisfaction by 
creating long-term value of its services to students in the continuous creation of superior service value. 
Therefore, when students feel they receive and enjoy these values, it will give consideration to higher 
institutions to propagate superiority (Keaveney., & Parthasarathy, 2001). 
 
Background Study  
 
Higher education is an institution that plays an important role in the process of human resource 
development, tourism and hospitality education is no exception. Growing need for higher education will 
eventually open up opportunities for the private sector participation in the educational maintenance efforts. In 
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the Law of the Republic of Indonesia Number 20 Year 2003 on National Education System About article 19 
paragraph (1) states that higher education is the education level after secondary education includes educational 
programs diploma, bachelor, and master‘s, specialist, and doctorate studies maintained by higher education.  
Meanwhile, Higher Education in Indonesia, both PTN (public higher institution) or PTS as an 
alternative means in order to improve the quality of human resources brought to market openness mechanism. 
Competition is tight on Private Higher Education where they need to compete by offering different types of 
services that of high education. Therefore, each college is required to provide services or education service 
quality and high value that students are satisfied and trust. In doing so the student felt that their need and wants 
have been met, and therefore need  not go to other colleges or institutions despite being offered by the 
competitors. This is particularly important given that the service quality of private colleges often get criticized 
because they are considered as low performers. For example Academic staff often absconded; inadequate 
learning facilities or the quality of teaching is inefficient.  
According to Andaleeb (2001), service delivery systems usually consider three important factors, 
namely; service quality improvement, facility to access services and lower service costs. Perception of service 
quality, colleges have a strong influence on the tendency for people to study in their institutions. Therefore, ease 
of access and decrease the cost of services are not sufficient if confidence in the quality of education is low.  
Satisfaction has earned the attention of the dominant or a strategic factor in the. Therefore, the 
university should really understand and comprehend what the student needs. College management should know 
whether the quality of the services provided are to meet college standards and in accordance with the desire of 
the students.  
Thus Indonesian universities should plan programs to improve the quality of services rendered by 
considering the gap between the expected services with perceived service. With the change of services provided, 
the educational institutions are expected to progress rapidly creating satisfaction through a product or the 
services rendered.    
 
Literature Review  
 
Customer satisfaction can be a level of consumer feelings after comparing the performance (relative 
value) is perceived to his expectations (Teck Hua et.al, 2005). Customer satisfaction is an evaluation where the 
chosen alternative at least equal or exceed customer expectations, while dissatisfaction arises when the 
outcomes did not meet expectations (Blackwell & Miniard, 2009). Based on the above definition it can be 
concluded that customer satisfaction basically covers the difference between expectations and perceived 
performance or outcome of a service. Customer satisfaction is also the customer response to the evaluation 
disconfirmation perceived between prior expectations and actual performance of the product that is felt after use 
(Teck Hua et.al, 2005). Creation of customer satisfaction can provide several benefits, among which is the 
relationship between the company and customers into intimacy that provides a good basis for repeat purchases 
and create customer loyalty, and form a recommendation by word of mouth which is beneficial for the company 
(Jamal and Goode, 2001).  
Thus, it can be viewed that the services of general education can be used as criteria of selection for 
students in choosing PTS, as image of private universities concerned is important in order to get the value of 
education services so as to achieve better student satisfaction. According to Brady et al (2001), if the exchange 
between the sacrifice and service quality commensurate, then the service can be said to have values in the eyes 
of the consumers. Value is not always positive, sometimes the relationship that exists between sacrifice and 
service quality does not meet consumer expectations so that the value that is created will be negative.  
According to Best (2008) the value of the customer represents the difference between the values 
obtained with the customers have , the use of a service, and the costs incurred to acquire the product. The 
customer perceived value is the difference between the total customer values by the number of subscriber fees. 
Total customer value is the group of the expected benefits of products and services. Total cost of the customer is 
a group that is used in assessing costs, obtain, use, and dispose of the product or service. Value perceived by 
consumers comes from the overall evaluation of the usefulness of consumer products based on what they 
receive and what they provide. (Bolton et al, 2001).  
Based on a consumer's perspective, gain value is the basic purpose and fulcrum for all the buying and 
selling of services is important for managers to understand the consumers get value on the services offered. 
Customers typically face a large array of services that can satisfy certain requirements. A customer making a 
purchase decision based on perception of the value inherent in the various services. To achieve success in 
business education today, the leaders and employees must pay attention to customer satisfaction from the point 
of view of students as consumers (Hanysha, et.al., 2011).  
Currently customer satisfaction is the focus by almost all parties, including government, businesses, 
and customers and so on. This is due to a better understanding of the concept of satisfaction of their customers 
as a strategy to win the competition in the business world. Customer satisfaction is important for service 
providers, as customers will disseminate a sense of satisfaction to potential customers, so it will increase the 
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reputation of the service provider. There are some definitions commonly used to describe customer satisfaction. 
Thakur and Singh (2011) defines satisfaction as a post-consumption evaluation in which an alternative is 
selected at least meet or exceed expectations. In short, the alternative should be executed as good as or exceeds 
what was expected. Brown & Mazzarol (2009) define satisfaction as the amount of services the student received 
exceeds their expectations. Student satisfaction is very important in the higher education sector with regard to its 
roles as service industry. Therefore, satisfaction is being evaluated by the perception of student's experience and 
expectations should continue in a university, college, institute or institutions of higher education (Brown & 
Mazzarol, 2009).  
In the world of higher education, student satisfaction as a customer services education depends on 
various factors, including the appreciation of the knowledge or skills acquired the understanding of the career 
path, and hopes or expectations of the educational institution that has provided services to him/her as a customer 
(Abbasi, et. al, 2012). Students have certain expectations of the learning process given by their lecturers. When 
students feel the learning process given by the lecturer as expected, they will feel satisfied and said that the 
quality of teaching faculty has been very good. Conversely, when they received far from the expected, the 
lecturers are to be of poor quality. Assessment of the quality of teaching faculty based on the student's level of 
expectation fulfillment is seen as student perceptions of the quality of faculty teaching. (Daughles, et. Al, 2006).  
Attention in the quality of services that emphasize college student satisfaction emerged in order to 
attract prospective students, serve and retain them. Improving the quality of higher education including the 
quality of academic services and the quality of teaching is that efforts should be made to the customer's 
satisfaction as a college student can be provided optimally. (Al-Alak & Alnaser 2012).  
The concept of student satisfaction is a condition in which the desires, expectations and needs of students are 
met. A service in higher education services is considered satisfactory if the college can meet the needs and 
expectations of students. Measurement of student satisfaction is an important element in providing higher 
education services better, more efficient and more effective. If the student is not satisfied with PTS, then it can 
certainly not to be effective and efficient. Student satisfaction is a prerequisite to maintain loyalty of students, 
and therefore colleges or institution of higher learning has made it as the key to success (Saleem, 2012). 
However, Ariokisamy and Abdullah (2012) contend that college requires a period of time to achieve results in 
the form of student satisfaction and hard work, integrated and planned. 
 
Conceptual Framework  
 
Customers who wish to sacrifice as little as possible to get the highest possible value service. This 
causes the influence of sacrifice on service value becomes negative. Brady et al (2001) present some definitions 
will be of value and come to the conclusion that the concept of value model is a combination of the "cabin" and 
"gets".  
The higher the service quality received so consumers will cause a higher value service also. Similarly, the lower 
the service quality instead received the service consumer perceived value consumers are getting low. If the 
quality of service that has been consumed, then value of service will be in the eyes of the consumers (Brady et 
al, 2001). Thus, the service has a strong relationship with satisfaction. Customer satisfaction is a feeling in 
evaluating one or more of experience with the service. The higher the value of the service received by the 
consumer then the customer will increasingly insatiable of service received, but the lower the value of the 
service received the consumer, will rise to the dissatisfaction of the customer service. Value can automatically 
stimulate customer satisfaction in the self (Brady et al Bogozzi in 2001).  
Universities should continue to give the best service to customers so that the later are satisfied with the 
service they received. Because satisfaction will create a favorable behavior in Higher Education (Brady et al, 
2001). The higher the perceived customer satisfaction it will give rise to a tendency of customer behavior that 
will benefit the College, but the lower the perceived consumer satisfaction  will give rise to the tendency of 
consumer behavior that will affect the company‘s performance.  
Higher institution is viewed as continuously improves in pursuit from the cycle of ideas to produce 
graduates of quality standard, curriculum development, teaching and learning process, follow up responsibly for 
satisfying the graduates (Sumaedi et.al., 2011). Mentioned that quality of service as a central pillar, and the 
quality is understood as a college student satisfaction because this understanding is based on the philosophical 
view that education is a service industry. Outcomes assessment approach emphasizes the importance of 
evaluation such as performance outputs of graduates, job / department. Although this approach provides 
valuable contributions to institutions, students, and its public, understanding of the output does not provide the 
basis to determine the problem - the problem of the teaching-learning process, because it takes an open systems 
approach as an integrated quality assurance system for the college (Ilias et. al., 2008).  
The board of the college in improving the quality of the Services can be done via several programs where 
potential public benefit can be identified as follows:  
a. mobilize all academic faculty so as to have the role of direct / indirect in the whole process and improve the 
learning environment for students that provide good quality.  
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b. improve the working climate and the learning climate and cooperation conducive to improve the quality of 
students' agency productivity. 
c. enable higher education institutions achieve a competitive advantage for the survival and development of life.  
d. enable higher education institutions produce high quality results that learners with a smaller cost.  
e. make higher education institutions more attractive, so as to obtain the power of educational, non-educational 
personnel and students‘ potential to move forward.   
Product of higher institution (PT) is entirely composed of high educational services for curricular 
services, research services, dedication to community service, administrative services, and extracurricular 
services (Ghost et.al. 2007). Graduates understood as a partial product of higher institution, because the real 
students ultimately pass not only because of services of the institution, but also because of the potential and the 
student's own effort. In addition, environmental influences, parental support, various readings and information 
from a variety of media such as books, magazines, journals, and internet also contribute to the success of 
students. Devotion to community services, administrative services, and extracurricular services (Ghost et.al. 
2007).  
According to Auh (2005) the college service can be divided into the service with the attributes of soft 
and hard. Driver and Johnston (2001), using the terminology of the attributes of soft and hard as personal 
competency. Attribute soft form of attention, care, commitment, communication, respect, flexible, and familiar 
stakeholder owned college. While hard attribute associated with access, availability of service, cleanliness, 
comfort, authority, ability, integrity, reliability, ability to react, and peace. In reality some students consider 
more important soft attribute than quality hard attributes. Furthermore, Dunkel (2007) showed that behavioral 
attributes are soft progressive, forward thinking and able to recognize hard with good attributes. Management 
colleges can develop soft attributes that can produce commitment, collaboration, group effectiveness, and 
innovation for its stakeholders.  
Activities to deliver the services offered to students, Auh (2005) underlines the importance of 
universities to invest in core attribute (attribute soft, such as social and relational) in addition to the core 
attributes (attributes hard, such as superior performance). Cullen, Johnson and Sakano (2000) also showed the 
success of strategic alliances to international universities based not only on the side of alliance management that 
is hard, but also the soft side. Alliance management refers to the development of soft and relationship 
management of socio-psychological aspects. Two important benefits of the alliance management is management 
commitment beliefs of students and college.  

















Discussion and Conclusion 
 
 College requires a period of time to achieve results in the form of student satisfaction and hard work in 
an integrated and planned to achieve the objectives (Ariokisamy & Abdullah, 2012). Service plays an important 
role in shaping consumer behavior in relation to Higher Education. The higher the perceived value of customer 
service, the higher will be the satisfaction level on the part of the customer, but on the other hand, if the 
customer feels that the service is low, then it will result in negative image of the institutions and thus  affect 
performance and reputations of the institution itself. 
Thus, the service has a strong relationship with customer‘s satisfaction. Customer satisfaction is a 
feeling in evaluating one or more experiences with the service. The higher the value of the services received by 
the customer, then the customer will feel more satisfied with the service received, but if the lower the customer 
service received, it will cause dissatisfaction for customer service. Value can automatically stimulate in 













Proceedings of the 2
nd





In all circumstances, attention must be given to quality of service if institutions are to achieve higher 
student satisfaction that eventually will attract the prospective students. Institution on the other hand should 
know what are the dominant factors that contribute to the level of satisfaction. Students who have had the 
experience of meeting expectations and feel the service received will have a positive attitude toward the 
institution. Student loyalty will result in a positive impact on increasing the number of students at higher 
education institution. Words of mouth will indirectly promote Higher Education with respect to positive image. 
Thus, this study hopes to shed some light on issues of service value and customers satisfaction, and more 
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